CRISIS COMMUNICATION: RELEVANCE AND CONCEPTUAL BASIS
Since the mid 1990s the field of crisis communication research has grown substantially as a topic of international communication studies. Especially in public relations journals a growth of the publication output has been observed recently, whereas broader communication journals still publish scarcely on crisis communication (An & Cheng, 2012; Ha & Boynton, 2014) . The increasing number of conferences and specialized anticipation and the management of crisis response. This is often based on the assumption, that organizations vary concerning their crisis vulnerability and that this variance can be estimated by specific internal organizational factors . Pauchchant and Mitroff (2006) have contributed to this field from a crisis management perspective. They argued that specific qualities of the organizational culture can favor the emergence of an increased crisis threat and make an organization a crisis prone organization as opposed to more crisis avoiding organizations. Organizational culture was understood as "basic, taken-for-granted assumptions that an organization makes about itself, its customers, employees, and surrounding environment" (Pauchant & Mitroff, 2006, p. 136) . Based on qualitative interviews with high-ranking executives in 23 organizations, the authors concluded that crisis prone organizations have a tendency to neglect the probability of crisis that might affect them or downplay their significance for the organizations. Such 'unhealthy' organizational cultures observe their environment and stakeholders (e.g., customers) primarily in terms of their benefit for the organization and its goals. In these organizations an understanding of crisis prevails that crisis is first of all a threat for the own organization, while the threat for external stakeholders is not of equal importance. Pauchant and Mitroff also found feelings of grandiosity and perfection among managers as well as idealized CEOs in crisis prone organizations, which hindered their efforts in crisis management. Also overemphasizing corporate excellence limited companies' efforts and abilities in crisis management, whereas such efforts were even attributed to 'bad companies' by one of the interviewed executives. In addition, crisis prone organizations seem to observe their environment according to a bad-evil dichotomy where only those stakeholders are perceived as 'good guys' who agree with the sense of perfection that prevails within the company.
Especially the media were found to be perceived as 'evil' stakeholders who threaten organizations in crisis contexts and, thus, must be controlled or fought against. As a consequence, crisis prone organizations have a tendency to attribute causes and responsibility for crises to external instead of internal factors.
In the crisis communication literature, Marra (1998) government authorities, for instance, has revealed a positive relationship between the autonomy and the power of the PR department within an organization and the extent of crisis preparation in the organization (Cloudman & Hallahan, 2006) . Another survey of Taiwanese companies showed that more PR autonomy and strategic orientation in crisis communication as well as decreasing dominance of the legal department increases the likelihood that companies communicate quickly, actively, and consistently in response to a crisis (Huang & Su, 2009 confronted with more critical stakeholders (activists) over time and experience more crises in this regard, tend to have better equipped and more powerful PR departments (Grunig, Grunig, & Dozier, 2002) . Studies on German companies in the chemistry and pharmaceutical sector (Kunczik, Heintzel, & Zipfel, 1995) as well as German nonprofit organizations (Schwarz & Pforr, 2011 ) also found positive correlations between an organization's crisis experience and its crisis preparation efforts.
The technical-instrumental perspective of crisis communication research focusses on the diffusion, implementation and effectiveness of communication measures and technologies across the different stages of crisis . Research on this aspect usually is of descriptive nature and predominantly deals with crisis preparedness of organizations (Bechler, 2004) . For the crisis prevention stage, the use of issues management as well as risk communication to anticipate and detect crises was studied.
The vast proportion of studies looked at the diffusion and implementation of crisis preparation measures such as crisis plans, crisis teams, and crisis trainings (Cloudman & Hallahan, 2006; Guth, 1995; J. Lee, Woeste, & Heath, 2007; Schwarz & Pforr, 2011) . used by organizations and to analyze their effects on certain stakeholder groups or audiences in specific crisis situations. In addition, the impact of crises on building and maintaining relationships between organizations and publics has been studied from this perspective (Claeys & Schwarz, 2016; Ha & Boynton, 2014; (Claeys & Cauberghe, 2014a) . In addition, low voices are more effective in terms of reputation effects in combination with a slower speech rate, while higher voices are more effective in combination with a higher speech rate (Waele, 2018) . This applies only to preventable crises though and that a matched crisis communication strategy is used in accordance with the Situational Crisis Communication Theory (see next section).
Recent literature reviews and discussion on this perspective (Claeys & Schwarz, 2016; Coombs, 2006 Coombs, , 2012b Fediuk, Coombs, & Botero, 2012) agree that content of crisis response was mostly emphasized, more specifically reputation restoring strategies such as full apology or denial. One of the first theoretical frameworks of crisis response strategies was Image Repair Theory (Benoit, 1995 (Benoit, , 1997 . Its main purpose is to investigate and categorize the crisis response strategies that individuals or organizations use to react towards an external public during or after a crisis. This typology has been applied to numerous crisis cases, in order to identify and analyze the image repair strategies of politicians, celebrities and organizations. However, the framework remained on a rather descriptive level. Therefore, Coombs and Holladay (Coombs, 1995 (Coombs, , 1998 (Coombs, , 1999 (Coombs, , 2004 Coombs & Holladay, 1996 , 2001 
developed and validated
Situational Crisis Communication Theory (SCCT) which together with attribution theory, image repair theory, and framing theory is one of the most often used frameworks in strategic organizational crisis communication research (An & Cheng, 2012; Ha & Boynton, 2014 
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SCCT is mainly based on attribution theory which focuses on the universal concern with causal explanation. It aims at explaining peoples' perception of what causes certain behaviors or behavioral outcomes (Heider, 1958) . While attribution theories are concerned with conditions and antecedents of causal attributions, attributional theories focus on cognitive, affective and behavioral consequences of causal inferences (Kelley & Michela, 1980) . Because of an assumed fundamental need of individuals to reduce uncertainty with regard to perceptions of their environment they try to attribute certain causes to observed behavior in order to feel more confident about events or behavior they observe. Especially unexpected events that are perceived to be personally relevant and threatening are likely to trigger spontaneous attributional activity (Malle & Knobe, 1997; Weiner, 1985) . This notion was used by the authors of SCCT as a rationale to apply attribution theory to organizational crisis. According to Coombs and Holladay (2004) the threat of a crisis is mainly a function of crisis responsibility. The more stakeholders attribute crisis responsibility to an organization, the more the organizational reputation suffers. Based on experimental studies, SCCT distinguishes between three clusters of crisis types (victim crises, accidental crises, preventable crises) which were differentiated by stakeholders' attributions of responsibility to the organization in crisis.
These crisis types were matched to three clusters of crisis response strategies (deny, diminish, and rebuild crisis response strategies), which were differentiated by the level of publicly accepted responsibility by the organization. According to SCCT, crisis managers should adapt their crisis response strategy (acceptance of responsibility) to stakeholders' attribution of responsibility which can be deduced from the crisis type and so-called modifiers such as crisis history and prior reputation. Findings of primarily experimental research have indicated that stakeholders evaluate organizations more positively when their crisis response strategy is matched to the crisis type compared to either no response or a mismatched response (Coombs & Holladay, 2004 thunder' strategies are applied (a company first uncovers the internal causes of the crisis before the media or other actors do), a simple information strategy is sufficient to limit the loss of reputation according to Claeys and Cauberghe (2012) . However, further replication studies are needed to validate these findings.
Another extension of SCCT was provided by Schwarz (2008 Schwarz ( , 2012b ) who argued for a more systematic study of causal antecedents of organizational crisis by applying Kelley's covariation principle. Kelley (1973) By applying the covariation principle to organizational crises, Schwarz ( , 2012 found support for the assumption that stakeholders covary causes with organizations by relying on these information patterns. They predict causal attributions, though with low to moderate effects. Moreover, covariation-based causal attributions were found to have substantial impact on responsibility attributions and subsequently on evaluations of organizational reputation. However, depending on the crisis scenario, stakeholders seem to weight the three information dimensions differently . This points to a common finding in the broader field of attribution research that the attribution process is not always rational or logical, but rather is subject to biases and inconsistencies. In social psychology, certain phenomena such as the correspondence bias and the fundamental attribution error, self-serving attributions, or the underuse of consensus information have been studied extensively (Försterling, 2001 ).
Further extensions of SCCT have introduced the concept of emotions. Jin, Pang and Cameron (2012) argued that organizational crisis response strategies should take into account the emotions experienced by stakeholders in order to address their specific needs and support their psychological coping with crises as earlier pointed out by Sturges (1994) . Crisis communication research started investigating the role of emotions (Coombs & Holladay, 2005) and developed publics-based, emotion-driven perspectives (Jin, Pang, & Cameron, 2012) . Emotions were also related to attributions of organizational responsibility, for instance by comparing the impact of preventable and victim crises (Utz, Schultz, & Glocka, 2013) . According to this, preventable crises (high levels of perceived responsibility) result in more anger than victim crises (low levels of In addition to Image Repair Theory, SCCT, and attribution theory, crisis communication scholars have worked most often with framing, the situational theory of publics, contingency theory, and excellence theory. Most of this research also exemplifies a (Grunig et al., 2002) and contingency theory (Pang, Jin, & Cameron, 2012) where a number of institutional aspects were taken into account (e.g., professional roles, department structures, autonomy, etc.). For the symbolicrelational approach, the concept of organization-public relationships has also been applied to organizational crisis. Findings indicate that the quality of relationships as perceived by crisis stakeholders can have substantial impact on crisis evaluations and attributions of responsibility towards an organization. Organization-public relationships that are evaluated positively by stakeholders can increase the effectiveness of crisis response strategies and protect organizations temporarily from spontaneous attributions of responsibility (Brown & White, 2011) .
After this condensed review of the state of research on strategic organizational crisis communication, the relevance and implications of two societal and communicational trends will be discussed, namely the globalization and the hybridization of crisis communication.
CRISIS COMMUNICATION RESEARCH IN A GLOBAL AND CROSS-CULTURAL CONTEXT
In the last decades, communication scholars have increasingly recognized that the study of communication processes can no longer be reduced to national contexts (Brüggemann & Wessler, 2014) . This is due to a significant increase in the number of (Gilboa, 2008; Schwarz & Fritsch, 2014; Verčič, 2003 serve as a fundamental reference for crisis stakeholders to decide whether a certain event, behavior, or process is labeled as crisis. This is more or less explicitly stated in many definitions of the crisis concept (Coombs, 2012b; Hearit & Courtright, 2004; Pearson & Clair, 1998; Seeger, Sellnow, & Ulmer, 2003) . On the other hand, such values and beliefs are assumed to be one of the core elements of the complex construct of culture (Hofstede, 1980; House, Javidan, Hanges, & Dorfman, 2002; Schwartz, 2006 "co-creating the meaning of crises" (Coombs, 2012b, p. 19 ) is highly dependent on the cultural context and cultural value emphases that shape perception, communication,
and behavior of these social entities.
However, the state of research of international crisis communication is still limited in quantity and scope. According to Schwarz (2013) , studies related to this topic can be categorized by two dimensions: (1) as object of study; and (IV) context-specific or country-specific crisis communication research (Schwarz, 2013; Schwarz et al., 2016a) .
Most crisis communication research that deals with international dimensions, or at least
claims to do so, is limited to the analysis and contextualization of crisis communication practices in a certain country, mostly by using some kind of framework or theory that was developed by Western-based scholars (category IV). Often, the goal was to test the external validity of a model or theory by applying it to a different population or to a different (national/cultural) context. As to that, Lee (2005b) showed that with a few exceptions the basic assumptions of SCCT can be adopted for consumers in Hong Kong.
Other studies focused on identifying and validating existing typologies of crisis response testing the established frameworks such as SCCT across cultural settings (Claeys & Schwarz, in press; Schwarz, 2013) . Also with regard to the institutional perspective of crisis communication research, more international comparative studies are needed.
Management scholars, for example, have shown that organizational cultures are heavily influenced by the dominating national culture, though not equivalent (Quigley, Luque, & House, 2005) . That means that organizations with strong roots in countries with high levels of power distance are more hierarchic, more bureaucratic, and less transparent in handling information as compared to countries with low power distance (Quigley et al., 2005) . Considering the findings on organizational culture for crisis management as described above, this raises important questions concerning cross-national differences between the strategic crisis communication practice and structures of organizations.
Research on such aspects has only just begun as more recent overviews show (Schwarz, Seeger, & Auer, 2016b) . In other words, to date, transnational corporations, political European practitioners in the crises they had experienced (Zerfass et al., 2013) .
However, there seems to be a perceived growth in importance of social media for crisis communication among practitioners as well as in the academia. In the last years, a growing number of publications on the diffusion of social media, their use by organizations, and the content produced by crisis stakeholders has been contributed to the body of knowledge. (Muralidharan, Rasmussen, Patterson, & Shin, 2011; Schwarz & Pforr, 2011; Taylor, 2012; Taylor & Kent, 2007; Taylor & Perry, 2005) . Other contributions from computer science showed that during natural disasters, social media such as microblogs (e.g., Twitter) are usually used as information hubs with users primarily linking to other 'traditional' online news platforms, whereas links to other social media or websites of official government authorities or disaster relief NGOs only seem to play a minor role (Hughes & Palen, 2009; Murthy & Longwell, 2013) . contexts (Zhao, Zhan, & Jie, 2018) . They differentiated between sharing-based narratives, which are strongly influenced by the media's crisis narratives, and conversation-based narratives that focus more on the expression of opinions and emotional venting.
Another often cited study was conducted by Schultz, Utz, and Göritz (2011) . Their experimental study tested the effect of different media channels used by an organization in crisis including traditional media and social media channels as well as crisis response messages. They found that the selection of the communication channel had significant effects on reputation, secondary crisis communication, and behavioral dispositions towards the organization. These effects were even more pronounced compared to the effect of the actual crisis response messages of the organization.
Further studies analyzed information seeking patterns of crisis stakeholders and factors related to the person or the crisis messages that facilitate or discourage social media use (Austin, Liu, & Jin, 2012; Procopio & Procopio, 2007) . Others showed that government organizations tend to focus on disseminating instructing information on social media channels in the context of pandemia whereas private companies stressed reputation management in the same situation (S. Kim & Liu, 2012) .
Although a considerable amount of studies have been conducted on social media use and crisis communication, we still need more systematic research in order to understand how social media extends, limits, facilitates, or hinders crisis communication processes in different crisis contexts. Besides comparisons of media channels and organization types, we need to understand more thoroughly how specific crisis situations affect information seeking patterns of crisis stakeholders and the effectiveness of organizational crisis messages in terms of instruction, psychological coping, and reputation management. In addition, the role of social media communication for triggering crises or worsening crises by circulating false information or rumors has not
